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MARKETING

CONVENTION SALES & SERVICES

› It’s That Hot Summer Campaign 

• Promotion Timing: April 20 – Sept. 3, 2018
• Experience Scottsdale is ramping up its summer messaging with new tactics and activations, including 

broadcasting commercials in Phoenix and Los Angeles, deploying Instagram wall art and digital 
boards locally, and advertising on Surf Streams in Los Angeles. 

• Experience Scottsdale also is promoting www.ItsThatHot.com via email, social media, and public 
relations eff orts. The website received more than 40,500 page views through June 30, 2018. 

› The Desert Is Hot Summer Meetings Campaign

• Experience Scottsdale debuted a revamped www.TheDesertIsHot.com to encourage meeting planners 
to book conferences and events during the summer months through 2021.

• In addition to promoting the website via email marketing and during trade shows, Experience 
Scottsdale is promoting a summer rebate program for qualifying meeting planners.

› Hiking, Biking and Trail Guide

• Experience Scottsdale updated the popular guide to include detailed information on biking – both 
urban and in the McDowell Sonoran Preserve. 

 April 1 – June 30, 2018

› The sales team assisted in booking 589 meetings in the fi scal year, which account for 193,041 incremental room nights and a future 
economic impact of $92.1 million for the destination.

› Experience Scottsdale hosted 29 meetings planners in Scottsdale during the 6th Annual Medical Meetings and 31st Annual 
Sunsational familiarization tours. These tours have resulted in 8 leads thus far for the destination.

›  Experience Scottsdale produces leads for the City’s event venues, including a new softball tournament that will book 6 fi elds
 throughout Scottsdale and generate 400 room nights this coming November.

Experience Scottsdale uses the Scottsdale brand in all promotions regardless of funding source or partners included. Outlined programs and results in this report were achieved by 
Experience Scottsdale using funds from the City of Scottsdale, other partner communities, and the State of Arizona’s Prop. 302 (no Prop. 302 funds were used for the below programs). 

 › The communications team assisted in generating 1,078 articles about Scottsdale in the fi scal year.
• These articles were worth $35.8 million in editorial value and reached 3.7 billion readers.

 › Experience Scottsdale brought 74 journalists to Scottsdale during the quarter, representing publications such as:
• CBS, Colorado Expression, The Irish Independent (Ireland), and Western Living (Canada)
 › The article “An Insider’s Guide to Planning a Bachelorette Party in Scottsdale, Arizona” appeared in Martha Stewart Weddings, 
following freelance writer Becca Hensley’s October visit hosted by Experience Scottsdale. In the piece, Hensley highlights Old 
Town shopping, dining, and activities like AZ Food Tours and Arizona Party Bike.

COMMUNICATIONS

TOURISM
 › Through trade shows, one-on-one meetings and training sessions, the tourism team shared the Scottsdale message with 3,682 
travel professionals from 39 countries in the fi scal year. 

 › Experience Scottsdale produced 1,921 leads and services for members to date.

 › During the quarter, Experience Scottsdale hosted a familiarization tour for 7 luxury travel advisors from across the U.S., 
showcasing how best to sell Scottsdale as a high-end vacation destination. The advisors explored Old Town Scottsdale, touring 
Hotel Valley Ho and Western Spirit and visiting the art galleries and wine tasting rooms in the area.  

125sainsburysmagazine.co.uk

SARDINIA

I
’m perched on a bar stool 
sipping a Margarita on the 
terrace at the Onyx Bar  
at the Four Seasons Resort  
in Scottsdale, Arizona, 
surrounded by loved-up 

couples and groups of workmates 
post-conference flirting while the good-
looking bar team deliver wine and beer, 
cocktails and snacks. Nothing out of the 
ordinary here you might think, except 
we all have an amazing view of one of 
the most epic displays of natural beauty 
I have seen anywhere in the world. 

We’re looking at a horizon that even 
the best painter in the world would find 
hard to capture. The distant mountain 
range crosses the sky like an irregular 
heartbeat across a monitor screen, all in 
a shade of soft violet. In the foreground, 
in a deeper pansy-purple shade, are the 
peaks and troughs of Paradise Valley, 
Camelback Mountain and South 
Mountain. And right up to the hotel 
estate’s borders is desert strewn with 
huge boulders and thousands of cacti. 

Then the show really begins. The sky 
slowly darkens and the sun, a giant ball 
of fiery gold, dips behind Pinnacle Peak 
as wispy clouds turn firstly marmalade- 
orange, then a Turner-esque charcoal 
with orange splashes and, finally, a deep 
brick-red outlined in turquoise with a 
tiny crescent moon and Venus beaming 
above like a satellite station. Everyone 
claps and hollers; it truly is spectacular.

This is a dramatic landscape. It’s  
big, unique and awe-inspiring. From  
its abundance of flora and fauna (the 
Sonoran Desert is second only to the 
Amazon rainforest for the variety  
of species that live here), to the hikes  
and mountain trails, and from the  
big, black night skies riddled with 
sparkly stars, to the palm trees swaying 
in a light breeze against the cobalt- 
blue day, it’s breathtakingly beautiful.  
It’s such a contrast to the damp, grey, 
drizzly urban sprawl we left behind  
at London Heathrow last January  
that, at times, I have to pinch myself.

Scottsdale was a new one on me, but 
it’s a familiar destination for sun-seeking 

Americans bored with the glitz of South 
Beach Miami and the sky-high prices 
of Palm Springs in California. The city 
lies adjacent to Phoenix, and is actually 
an 11-mile wide series of districts  
and small towns with vast open spaces 
between that runs for 31 miles to the 
North where it joins the Tonto National 
Forest and Salt River to the South. It’s 
a wide plain surrounded by mountains 
with Indian reservations, ranches, 
national parks, exclusive gated 
communities, cowboy towns, heaps  
of golf courses, and more than its  
fair share of luxury spa hotels. 

To enjoy it, you need to be an 
outdoorsy person. Top of any visitor’s 
to-do list would have to be hiking,  
and many of the must-do trails are 
challenging – the intense 1.23 mile 
climb to the top of Camelback 
Mountain begins at 1,424 feet above 
sea level and summits at 2,704 feet, 
with patches of trail that are sheer rock, 
others that are large boulders, and even 
more that are slippery gravel. That  
trail killed my trainers, and ruined  
my manicure (there were times when 
crawling seemed like the best option), 
but the exhilaration on making it  
to the top, and the multiple selfie 
opportunities, made it all worthwhile.

Saguaro cacti are unique to the 
Sonoran Desert, which covers this  
part of Arizona right into Mexico  
and California, and their spiky giant- 
cucumber forms are everywhere.  
At the gorgeous Desert Botanical 
Garden (dbg.org), we learn that they 
can live up to 200 years and grow to 

over 12 metres tall. Many of them 
grow arms – their first when they  
are between 75-100 years old – and 
look like cowboys drawing revolvers 
from their holsters. Along with the 
elegant agave, ocotillo, the stumpy 
barrel cactus and the demon teddy  
bear or jumping cholla (not as cuteas  
it sounds, especially when its evil  
babies manage to adhere themselves  
to your shoes, or even worse your 
trousers… ouch!) they are nursed  
by the desert ironwood tree, a benign 
member of the pea family. It provides  
a mini microclimate under its branches 
that is up to 15 degrees cooler than  
in full sun, sheltering baby plants, 
scattering its seeds for animals and 
birds, and generally being a good egg.

Birds are surprisingly plentiful,  
too – from the bald eagle we spot on  
a horse ride through the Fort McDowell 
reservation, patiently waiting to catch  
a trout in the Verde River, to the cute, 
flightless Gambel’s quail scurrying under 
the bush at the sound of footfall, and 
the busy woodpeckers carving holes  
in the saguaro for nesting.

Animals are harder to spot, but we 
are thrilled when a coyote trots along 
beside our car as we approach the ➤ 

HORIZONS
N E W

Clockwise from far  
left: The ‘pansy-purple’ 
shaded Sonoran 
Desert; horse riding 
through the Verde 
River Valley; sunset  
at Boulders; Helena 
and husband Simon 
enjoy ‘multiple selfie 
opportunities’ on 
Camelback Mountain

let’s go & home  away
TRAVEL

Dramatic landscapes, luxe spas and discovering your 
inner cowgirl may seem like three completely 

different holiday breaks, however, in Scottsdale, 
Arizona, Helena Lang finds you can indulge  

in all three - and more besides

Sainsbury’s Magazine (U.K.), February 2018

it’s that hot

RESORT RATES FROM $89

ItsThatHot.com

SUMMER IN SCOTTSDALE

It’s That Hot Summer Campaign

Note: The third quarter report misstated the number of page views to www.LoonieLove.com. From Jan. 1 – March 31, 2018, the website received 34,755 page views.

• Other new features include a revised layout, a hiking article about “Five Lovely Surprises on Scottsdale Trails,” an article on 
the best biking trails in the Preserve, and a photo layout on “Things to Bring” on your desert adventure.
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 PERFORMANCE MEASURES July 2017-June 2018 % of Annual Goal

CONVENTION SALES

Generate 1,404 convention sales leads for Scottsdale market area properties 1,779 127%

Conduct 192 customer site inspections for Scottsdale market area properties 230 120%

Confi rm 432 convention bookings into Scottsdale market area properties for future dates 589 136%

Confi rm convention bookings into Scottsdale market area properties for future dates 
resulting in 126,756 room nights 193,041 152%

CONVENTION SERVICES

Generate 288 services leads and hotel leads for 10 rooms or fewer for Scottsdale market 
area properties/businesses 388 135%

TRAVEL INDUSTRY SALES

Generate 1,500 domestic and international tour program leads and services for Scottsdale 
market area properties/businesses 1,921 128%

Promote the Scottsdale market area as one of the world's top leisure destinations to 3,300 
targeted clients 3,682 112%

Generate 3.0 million travel agent impressions via destination product off ering in tour 
operator brochures 3,815,000 127%

COMMUNICATIONS

Generate 1,000 media hits about the Scottsdale market area 1,078 108%

MARKETING

Generate 650,000 brand engagements through visitor guide distribution, collateral 
downloads, email opens and social media followers 824,446 127%

Generate 1.75 million visitor sessions to the Experience Scottsdale website and all affi  liate sites 2,147,296 123%

All Experience Scottsdale performance measures are based on the organization’s overall outcomes for the Scottsdale area, which is defi ned as all businesses in Scottsdale 
and surrounding areas that are a part of Experience Scottsdale’s membership, including those in partner communities. 

HOTEL PERFORMANCE

 › Following is the most up-to-date STR data, 
which shows the performance of Scottsdale-
area hotels for the calendar year to date.  

January – 
June 2018

January – 
June 2017 % Diff erence

Hotel Occupancy 76.3% 74.7% 2.2%

Average Daily Room Rate (ADR) $227.07 $222.48 2.1%

Revenue per Available Room (RevPAR) $173.30 $166.15 4.3%

(Source: STR)


